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Dead-End  Jobs  or  Dead-End  People? 

A  magazine  article  telling  "what's  wrong  with  working  women"  decried  the 
fact  that  too  many  women  considered  their  work  as  dead-end  jobs.  They 
appeared  bored  or  disinterested,  because  they  could  not  see  that  their  jobs 
were  important  or  where  they  might  lead. 

Looking  at  your  work  in  the  proper  light  can  do  a  lot  to  remedy  the  situation. 
The  point  of  this  classic  story  is  easy  to  see: 

A  man  came  upon  three  men  laying  bricks.  He  asked  each  one,  "What  are 
you  doing?"  The  first  worker  replied,  "I'm  laying  bricks."  The  second  work¬ 
man  answered,  "I'm  earning  a  living."  But  the  third  one  explained,  "I'm 
helping  to  build  a  beautiful  cathedral!" 

Office  women  who  regard  their  work  as  a  contribution  to  the  success  of  their 
organizations  find  a  lot  more  incentive  and  satisfaction  in  what  they  do.  Such 
employees  look  at  the  overall  picture.  Work  seems  more  meaningful  to  them 
than  it  does  to  those  who  say  "I  file  papers,"  or,  "This  is  a  nice  place  to  work, 
and  the  salary  is  good."  Both  statements  are  true,  but  wouldn't  these  women 
enjoy  their  jobs  more  if  they  realized  that  their  work  is  an  important  factor  in 
the  growth  and  success  of  their  organizations? 

Every  job  is  important.  If  it  weren't,  no  company  would  hire  anyone  to  do  the 
job.  The  receptionist  who  makes  callers  feel  welcome  and  shows  her  desire 
to  be  helpful,  the  biller  who  sends  out  accurate  statements,  the  order-writer 
who  sees  that  the  customers  get  exactly  what  they  ordered,  and  the  corre¬ 
spondent  who  writes  tactful,  action-getting  letters  are  all  playing  a  part  in  the 
stability  and  growth  of  their  organizations. 

No  job  can  be  called  "dead  end" — unless  the  jobholder  views  it  in  the  wrong 
light.  How  much  more  interesting  any  task  becomes  when  a  woman  takes  a 
larger,  more  inspiring  point  of  view:  "I  am  performing  a  useful  service  to  my 
organization  and  to  its  customers.  My  job  is  important,  and  so  am  I!" 
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It's  strange  the  ignorant  refuse  to  study 


Is  Too  Much  Stress  Placed  on  Appearance  in  Business  Today? 

Many  excellent  letters  were  received  in  the  first  Bulletin  contest.  The  consensus  is:  Appearance  does  count 
in  business;  don't  ignore  this  factor,  but  don't  overemphasize  it.  Strike  a  happy  medium. 

Two  letters,  giving  opposite  points  of  view,  especially  appealed  to  the  three  judges,  who  declared  a  tie. 
Mrs.  Elizabeth  Slattery  and  Mrs.  Norma  Shotts,  the  winners,  will  each  receive  a  Correspondence  Manual  with^y 
her  name  imprinted  in  gold. 

Excerpts  from  leiters  awarded  honorable  mention  are  also  printed  here.  Thanks  to  everyone  who  entered 
the  contest — you  made  the  judges'  task  a  most  interesting  assignment. 


YES 

"Is  too  much  stress  placed  on  appearance  in 
business?''  I  would  say,  "Yes."  The  girl  with 
every  hair  in  place  and  the  latest  hat  on  her 
head  does  not  always  have  a  "thinking"  head. 
The  longest  fingernails  and  the  brightest  nail 
polish  do  not  signify  that  those  fingers  can  fly 
over  the  keyboard  of  a  typewriter  or  take  dicta¬ 
tion  as  fast  as  some  employers  expect.  The  girl 
with  the  hourglass  figure  is  not  always  punctual 
or  capable. 

I  have  seen  applications  for  employment 
thrown  into  "File  13"  despite  the  background 
of  education  and  experience,  with  the  words, 
"She's  too  heavy."  I  have  seen  others  hired  who 
looked  as  though  they  were  going  to  a  cocktail 
party  instead  of  an  office,  with  no  knowledge 
of  figures  (numerical,  that  is);  yet  the  position 
demanded  that  accounts  be  accurately  kept. 

Other  girls  have  been  advanced  to  positions 
for  which  they  did  not  qualify,  but  they  had 
"party"  personalities.  They  could  really  impress 
the  visiting  salesmen  and,  in  some  businesses, 
that  is  good;  but  it  usually  means  that  the  girls 
with  "workhorse"  personalities  must  take  the 
extra  load  to  get  the  work  done. 

However,  inasmuch  as  most  employers  are 
men  and  most  of  the  office  employees  are 
women,  I  don't  think  my  opinion  will  change 
the  minds  of  many  bosses. 

My  only  suggestion  to  the  girls  is:  Look  smart, 
be  smart,  act  smart,  and  hope  that  your  men¬ 
tality  wins  out  over  the  superficiality. 

Elizabeth  Slattery  \i' 

Secretary  to  the  Manager 
Auto  Club  of  Southern  Ohio 
Portsmouth,  Ohio 


Appearance  and  ability  are  of  equal  impor¬ 
tance  in  the  business  world,  and  appearance 
cannot  be  stressed  too  much.  Your  appearance 
can  affect  your  job  performance;  the  knowledge 
that  you  are  well  groomed  can  give  you  the 
self-confidence  needed  to  carry  you  through  a 
hectic  day. 

A  good  appearance  includes  being  neat, 
clean,  appropriately  dressed,  having  good  pos¬ 
ture,  and  looking  alive  and  pleasant.  This  would 
bring  out  your  natural  beauty,  which  no  intelli¬ 
gent  girl  would  want  to  hide. 

As  far  as  beauty  aids  are  concerned,  if  used 
in  moderation  and  with  common  sense,  they 
certainly  do  not  take  away  from  a  businesslike 
appearance.  They  are  as  important  to  us  as  our 
wardrobes.  However,  we  should  remember  that 
we  are  preparing  for  a  day  at  the  office  and 
not  on  a  stage. 

Glamour  has  no  place  in  an  office.  Webster 
defines  glamour  as  "magic;  a  spell  or  charm." 
It  would  be  impossible  to  keep  your  mind  on 
business  either  while  under  a  magic  spell  or 
while  trying  to  cast  one  on  someone  else. 

The  thing  we  should  try  to  do  is  to  blend  into 
the  business  atmosphere  rather  than  stand  out 
as  an  ornament.  You  cannot  blend  by  either 
neglecting  your  appearance  or  by  trying  to  be 
a  glamour  girl.  Appearance  is  of  utmost  im¬ 
portance  to  every  business  girl. 

Norma  Shotts  \j/ 

Secretary  to 

Mr.  Louie  E.  Throgmorton 

Republic  National  Life  Ins.  Co. 

Dallas,  Texas 
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An  Important  Audience 


Outside  Glamour,  Inner  Glow 


"Who  is  looking  at  us  all  the  time?”  Only  the 
people  who  mean  the  most  to  our  future.  Our  em¬ 
ployers  look  at  us  each  time  we  are  asked  to  perform 
any  task  .  .  .  Our  coworkers  look  at  us  each  hme  we 
pass  .  ,  .  The  company's  customers  look  at  us  each 
time  they  enter  our  place  of  business,  and  often  that 
look  is  the  first  impression  they  gain  of  the  entire 
company. 

Grace  McWhorter 
Radio  Station  KWEL 
Midland,  Texas 


Learn  by  Experience 

The  very  young  girl  just  out  of  school,  earning  her 
first  dollars,  has  a  tendency  to  overdress.  Usually, 
after  a  few  months,  she  begins  to  tone  down.  .  .  The 
change  probably  is  made  because  of  articles  she  has 
read  or  from  observing  older  co workers. 


Ila  L.  Burgard 
The  Ohio  Oil  Co. 
Findlay,  Ohio 


Neatness  Pays 

In  a  large  office,  a  girl  may  be  considered  for 
promotion  even  though  the  person  seeking  help  may 
not  know  her  name,  but  has  noticed  her  because  she 
always  looks  so  neat  and  clean.  I  know — it  happened 
in  my  office. 

Helen  Yoder 

The  B.  F.  Goodrich  Company 

Akron,  Ohio 


A  Form  of  Advertising 

Stressing  appearance  in  business  is  time  well 
spent.  One  of  the  best  forms  of  advertising  the  product 
or  service  offered  is  your  appearance. 

Nina  M.  Johnston 
Pittsburgh  Plate  Glass  Co. 
Clarksburg,  W.  Va. 


Glamour  in  the  office?  Yes — but  a  glamour  that 
lets  a  gal  perform  efficiently,  take  special  pride  in 
her  work,  make  friends  of  all  those  around  her,  and 
— most  important — lets  her  be  an  important  part  of 
her  company  .  .  .  Outside,  sophisticated  glamour  may 
get  a  job.  But  it's  the  inner  glow  of  warmth  and  con¬ 
tinued  enthusiasm  that  will  keep  it. 

Jo  Roush 

Hoffman-Taff,  Inc. 

Springfield,  Mo. 

The  Office  Sexpot 

All  of  us  have  encountered  the  office  sexpot,  jig¬ 
gling  along  on  spike  heels,  heavily  made  up,  with 
neckline  down  to  there,  and  reeking  of  something 
nauseatingly  sultry  ...  A  crisp,  well-groomed,  attrac¬ 
tively  dressed  officeworker  not  only  gives  herself  a 
lift,  but  also  can  be  positively  inspirational  on  a 
gloomy  morning.  She  doesn't  have  to  be  36-26-36, 
and  she  can  be  40-  or  50-plus,  and  still  look  and 
feel  attractive. 


Frances  Katzmann 

Federal  Sign  and  Signal  Corporation 
Blue  Island,  Ill. 

Horrible  Thought 

Wouldn't  it  be  pretty  horrible  if  tomorrow  morning 
every  girl  in  your  office  just  washed  her  face,  dressed 
"sensibly,"  ran  a  comb  through  her  hair,  and  came 
to  work  with  no  lipstick  or  other  beauty  aids  at  all? 
...  As  in  all  things,  moderation  in  makeup  is  wise. 

Fay  S.  Rooker 
Saginaw,  Mich. 

Strike  One 

A  strike  against  a  nice  appearance  is  a  poor  dis¬ 
position.  If  you  tend  to  be  moody  or  jealous,  or  if 
your  temper  flies  up,  you  deserve  getting  grim  lines 
around  your  mouth  and  losing  the  sparkle  in  your 
eyes.  A  smile  is  priceless  and  is  the  greatest  asset 
a  girl  has. 

Judith  Miller 

Dale  Tile  Company 

Minneapolis  22,  Minn. 


Appearance  vs.  Ability 

Just  last  week,  I  overheard  a  top  executive  say  to 
a  department  head;  "You  have  all  the  good-looking 
girls  in  your  department.  How  do  you  rate  them?” 
His  answer  was,  "I  don't  know,  but  I'll  trade  all  of 
them  for  one  not  so  beautiful,  if  she  will  get  out  the 
work  and  is  only  neat  in  appearance.” 

Lib  Overhiser 
Roots-Connersville  Blower 
Connersville,  Ind. 


Brains  Are  Not  Enough 

A  sloppy,  careless  appearance  has  handicapped 
many  an  otherwise  capable  girl,  and  prevented  her 
from  advancing.  A  girl  may  be  extremely  efficient, 
but  if  she  is  lax  about  her  appearance,  she  does  not 
inspire  confidence  and  trust.  Brains  are  not  enough 
to  acquire  success  in  the  competitive  business  world. 
The  ability  to  look  your  best  at  all  times  is  a  "must.” 

Marie  E.  Page 

United  Shoe  Machinery  Corporation 

Beverly,  Mass. 


Readers  Talk  Back 


Average  Typing  Speeds 

In  the  Bulletin  item  about  "Diploma  Secretaries,"  you  stated  that  after  a  4-month  course,  the 
German  girls  typed  an  average  of  60  words  a  minute.  Is  this  the  top  speed  or  the  average 
typing  speed?  Also,  what  is  considered  the  average  typing  speed  and  what  is  the  speed  of  a 
champion  typist? — A.  K.,  Grafton,  Wisconsin 

The  German  girls  typed  an  average  of  60  words  a  minute,  but  the  top  speed  was  not  disclosed. 
Most  commercial  students  type  55  words  a  minute  when  they  finish  school,  according  to  IBM 
Corporation.  However,  a  study  made  two  or  three  years  ago  revealed  that  35  words  a  minute 
was  the  average  typing  speed  in  business.  The  rate  is  getting  lower!  IBM  advances  one  reason 
for  this:  Companies  are  placing  more  stress  upon  accuracy  than  upon  speed.  Many  local  help- 
wanted  ads,  though,  specify  a  typing  speed  of  50  to  60  words  a  minute. 

Stella  Pajunas  holds  the  typing  championship.  She  typed  an  average  of  140  words  a  minute 
for  1  hour  in  1946,  on  an  electric  typewriter,  and  her  record  still  stands. 


The  Problem  Clinic 

Name  Calling  in  the  Office 

Our  problem  concerns  the  use  of  first  names  in  addressing  male  personnel.  Since  our  company 
is  informal,  the  use  of  first  names  in  private  conversations  is  not  objectionable.  It  is  objectionable, 
though,  when  a  young  girl  approaches  a  group  to  deliver  a  message  to  a  man  and  addresses 
him  by  his  first  name.  How  can  this  practice  be  discouraged? — A  Secretary 

Calling  coworkers  by  their  given  names  is  common  practice,  but,  as  you  have  indicated,  it  can 
be  overdone.  It  is  much  more  businesslike  to  address  a  man  as  Mr.  Soandso,  especially  in 
front  of  others.  (Most  men  appreciate  this  sign  of  respect  for  their  position.) 

But  if  a  man  tells  a  girl,  "Just  call  me  Joe,"  and  she  gets  into  the  habit  of  doing  so,  she  auto¬ 
matically  will  address  him  as  "Joe."  It's  hard  to  keep  two  sets  of  rules  in  mind,  one  for  private 
chats  and  another  for  public  greetings. 

Setting  an  example  is  one  way  you  can  discourage  the  practice.  Make  it  a  point  to  address  male 
coworkers  as  "Mr.,"  especially  in  front  of  newcomers.  Any  smart  beginner  will  follow  your  lead; 


Sincerely, 


Marilyn  French,  Editor 


If  you  have  a  problem,  we'll  be  glad  to  try  to  find  a  solution. 
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